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Thank you! 
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Today Let’s Discuss… 

! A quick word about this research 
 
! Key findings, related to: 

•  Official Online Ads 
•  Franked Mail 
•  Websites 
•  E-Newsletters 

! Questions 
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About the research 

! We conducted 24 IDIs (in-depth interviews) 
•  Round 1: 12 in Tulsa, OK on December 18-19, 2012 
•  Round 2: 12 in Daytona, FL on January 3-4, 2013 

! Formerly John Sullivan’s and Sandy Adams’s districts 
•  We chose departing Members because of House rules 

 
! Respondents 

•  6 men and 6 women in each round 
•  Wide range of ages 
•  Variety of education levels and work statuses 
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About the research: Eye-Tracking 

! Our partners on this project: 
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About the research 

! Be sure to get the two-page handout summarizing 
the findings. 

! The full report with all of the findings will be 
available next week at www.conginst.org 
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Gaze plot: 
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Heat map: 



Official Online Ads: 
Case Study 
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About the research: Official Online Ads 

! In Round 1, we tested one display ad on one news site 

! In Round 2, we tested a nearly identical ad on six news 
sites 
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Repetition is key 

! We wanted to know: How many times does someone 
need to see an online ad from a Member of Congress in 
order for them to recall it? 

 
! We found that one impression from a single display ad 

makes no dent 
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Bottom line:  
Repetition is key 
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Round 1  
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(One exposure) 



Round 1 14 



Repetition is key 

! Round 1: 
•  Ad shown once 
•  0 of 12 respondents recalled the ad 
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Round 1 Round 2 
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(One exposure) (Six exposures) 



Round 2 17 



Round 2 18 



Round 2 19 



Round 2 20 



Round 2 21 



Round 2 22 



Repetition is key 

! Round 1: 
•  Ad shown once 
•  0 of 12 respondents recalled the ad 

! Round 2: 
•  Ad shown 6 times 
•  This time, 4 of 12 respondents recalled the ad 
•  How did those 4 differ from the other 8? 
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Amount of exposure matters 
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Recalled	
  Sandy	
  
Adams	
  Ad 

Yes	
  (4) 
No	
  (8) 



Amount of exposure matters 
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Recalled	
  Sandy	
  
Adams	
  Ad 

Average	
  amount	
  of	
  ;me	
  
spent	
  viewing	
  Adams	
  ad	
  
across	
  all	
  six	
  news	
  site	
  

home	
  pages 

Yes	
  (4) 7.20	
  sec. 
No	
  (8) 0.95	
  sec. 



Amount of exposure matters 
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Recalled	
  Sandy	
  
Adams	
  Ad 

Average	
  amount	
  of	
  ;me	
  
spent	
  viewing	
  Adams	
  ad	
  
across	
  all	
  six	
  news	
  site	
  

home	
  pages 

%	
  of	
  ;me	
  spent	
  looking	
  
at	
  ad,	
  as	
  a	
  por;on	
  of	
  

;me	
  spent	
  looking	
  at	
  six	
  
news	
  site	
  home	
  pages 

Yes	
  (4) 7.20	
  sec. 3.99% 
No	
  (8) 0.95	
  sec. 0.75% 



Amount of exposure matters 

! Each of the four respondents who remembered seeing 
the ad spent at least 2.79 seconds looking at it 
•  Only one of the other eight respondents spent more time 

than that looking at the ad and still failed to remember it 
 

! Each of the four respondents who remembered seeing 
the Sandy Adams ad saw it on at least four of the six 
web pages they viewed 
•  Six of the eight respondents who did not remember seeing 

the ad viewed it on three or fewer web pages 
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Amount of exposure matters 

! NOTE: All 12 respondents viewed the ad on a web page 
at least once. 
•  This reinforces the fact that the act of seeing an ad just once 

did not cause it to be remembered. 

! Caveat: This is obviously a small sample. 

! Future study: Larger sample, more locations, different 
levels of exposure to ad, different types of ads 
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Amount of exposure matters 

! Takeaways: 
•  If you are going to advertise, don’t skimp on impressions.  
•  Place your ad on multiple sites, multiple times. 
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Franked Mail 
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About the research: Franked Mail 

! In Round 1, we tested four pieces of franked mail that 
Congressman Sullivan had sent 

! In Round 2, we tested five pieces of franked mail that 
Congresswoman Adams had sent 

! Here are some examples of the pieces: 
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Best Practices 
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#1: Control what’s 
likeliest to get read 
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Control what’s likeliest to get read 

! Use bullet points and bolded text when you want to 
grab readers’ attention. 

! Which parts of this next page were least likely to get 
read? 
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“You don’t have to read it all – it’s easy to 
pick out the topic you’re interested in  
[with bolded text].” – Sharon, Tulsa 

“I read highlights and bullets unless I see 
something that really interests me…I probably 
wouldn’t read [much of a letter].  I’d open it and 
read the highlights, but I’d rather see it in a flyer.  
It takes me longer to go through it, so the shorter 

it is, the more likely I’d be to read it.”  
– Tyler, Tulsa 
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Control what’s likeliest to get read 

! Use bullet points and bolded text when you want to 
grab readers’ attention. 

 
! Use block text in a letter form when it’s crucial for 

constituents to read every word you send them. 
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Block text is read only when it stands alone 
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#2: Make your mailing 
actionable 
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Make your mailing actionable 

! Include information about constituent services or other 
important resources to show that you’re trying to be 
helpful 

 
! Put the information on a tear-off card so constituents 

can save it for reference 
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#3: Solicit feedback—
smartly 
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Solicit feedback—smartly 

! Also use a tear-off card to survey constituents in order 
to show that you value their opinions 
•  Make the tear-off card prominent so it’s obvious it should be 

mailed back if it’s a survey 
•  Put the tear-off portion in a different color than the rest of the mail 

piece 
•  Print a dotted line around the perforation that stands out from the 

background 
•  Include scissor marks around the perforation as an obvious visual 

cue: 
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“I would’ve had to think about it. [The tear-off 
card] is not obvious.” – Sharon, Tulsa 

“It wasn’t immediately clear that it was a tear-off 
card.” – Rich, Tulsa 
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Don’t do this: 



53 

Do this: 



#4: Incorporate policy 
timelines 
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Incorporate policy timelines 

! When a policy is being implemented over time, use a 
timeline (by year) to show the law’s passage and 
implementation schedule 
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“The timeline told me this is what had happened, 
and this is what you plan to do in the future.”  

– Tyler, Tulsa 

“He seems to be doing his best about telling us 
what’s going on now and what’s led up to the 

state we’re in.” – Sharon, Tulsa 



#5: Don’t appear in 
photos alone 
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Don’t appear in photos alone 

! When possible, include pictures of yourself interacting 
with constituents, rather than using stock photos 
which won’t get as much attention, and won’t help 
constituents view you more favorably. 
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Do this: 
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“I was looking at the picture and trying to see the 
kinds of people he’s talking to—if they were in 

business attire or casual clothes.  I’d care more 
about seeing him talking to normal people.” – 

Rich, Tulsa 



Don’t do this: 
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“Put pictures of [Sandy Adams] actually doing something – [right now 
it’s] a guy cutting up credit cards… none of her actually doing anything, 

just her and a bunch of clip art….I’d like to see her actually getting 
involved, maybe it should be her cutting up that [Federal spending] 

credit card.” – Mark, Daytona  



or this: 
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“I’d put [Adams] in the picture.  Why can’t she be at a 
nursing home or shaking the hands of seniors?  A 
picture would add a personal touch – otherwise, it 

could be anyone else’s mail piece.” – Mark, Daytona  



Don’t appear in photos alone 

! When possible, include pictures of yourself interacting 
with constituents, rather than using stock photos 
which won’t get as much attention, and won’t help 
constituents view you more favorably. 

! Respondents don’t spend much time looking at formal 
headshots, either 
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Two images, same mail piece,  
different attention: 
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“I know what Sullivan looks like, and I don’t really 
care.  If it were a three-eyed ogre I probably 
would’ve paid attention.” – Mike, Tulsa 



Additional quick tips 
about franked mail 
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Additional findings about franked mail 

! Demonstrate your accessibility 
•  Include multiple contact methods and addresses throughout the mail 

piece to show your constituents that you want to hear from them 

! Tailor your mail pieces 
•  If you are mailing mostly to seniors, keep the type fonts large 

! Footnote any statistics you include with credible sources 
•  Know that your data will be questioned, particularly if it is counter-

intuitive. If you don’t cite a credible source, that data will be dismissed
—or worse still, it will undermine your reputation 
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Additional findings about franked mail 

! Titles at the very top of the pages were generally 
overlooked, as in these two examples: 
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[Show heat maps 
of “cold” titles]  
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[Show heat maps 
of “cold” titles]  
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Websites 
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Some tasks are easier 
than others 
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Some tasks are easier than others 

! The good news: Respondents were able to complete 
important-yet-simple tasks quickly and easily 
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[Insert image of Sandy Adams 
home page with arrows] 
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Some tasks are easier than others 

! The bad news: It was a hassle for respondents to find 
out how their Member voted on a particular issue 
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Here’s how one respondent struggled 
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Best Practices 
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#1: Label with precision 
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Label with precision 

! Instead of having a button on the toolbar labeled 
“Issues,” denote “Policy Issues” instead, since it’s 
clearer what information constituents will find there 

! Make sure “Policy Issues” has its own drop-down 
menu so that viewers can easily see the different 
public policy topics you offer information on before 
leaving the home page 

! Here’s what works better: 
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#2: Don’t make them hunt 
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Don’t make them hunt 

! Make your vote on particular issues explicit and easy 
for constituents to find 
•  In the descriptions of where you stand on policy issues, include 

links to votes 

•  Allow users to sort vote records by topic area 

•  Include an additional search box with the “Vote Records” page, 
like this: 
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›SEARCH VOTE RECORDS 
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#3: Make “Search” 
prominent and attractive 
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Make “Search” prominent and attractive 

! Put the search box in an easy-to-locate position, 
preferably near or in the menu bar 

! Have it look inviting and distinct, and encourage its 
use by including visually-engaging design elements 

! People were able to locate the Search box, but it’s 
subtle: 
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[Show Sandy Adams website 
search box] 
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What we heard… 

 
“A little more eye-level and white instead of dark 
blue would’ve been better.” – Ashley, Daytona  
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E-Newsletters 
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About the research: E-Newsletters 

! In Round 1, we tested two e-newsletters that Congressman 
Sullivan had sent out 

! In Round 2, we tested two e-newsletters that 
Congresswoman Adams had sent out 

! Each Member had inserted a video clip into the second e-
newsletter we showed respondents 
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Best Practices 
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#1: Include an index, and 
give it a chronology 
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Include an index 

! You need some sort of overview at the top of your 
longer e-newsletters with hyperlinks to the sections 
below so constituents don’t have to review the whole 
document to know what’s in it 

! Here’s how NOT to do it: 
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Provide a “temporal” structure 

! Instead of doing it that way, incorporate the past/
present/future construct into the index and the body of 
the e-newsletter 

! In other words, tell them what you did, tell them what 
you’re doing, and tell them what you’re going to do, 
like this: 
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Recent votes: 
        Fiscal cliff 
        Hurricane Sandy relief 
 
Current topics: 
        Managing sequestration 
        Investigating Benghazi attack 
 
Coming up soon: 
        Immigration reform 
        Protecting the 2nd Amendment 
 
RECENT VOTES 
Fiscal Cliff 

Click here for more information. 101 



Recent votes: 
        Fiscal cliff 
        Hurricane Sandy relief 
 
Current topics: 
        Managing sequestration 
        Investigating Benghazi attack 
 
Coming up soon: 
        Immigration reform 
        Protecting the 2nd Amendment 
 
RECENT VOTES 
Fiscal Cliff 
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Recent votes: 
        Fiscal cliff 
        Hurricane Sandy relief 
 
Current topics: 
        Managing sequestration 
        Investigating Benghazi attack 
 
Coming up soon: 
        Immigration reform 
        Protecting the 2nd Amendment 
 
RECENT VOTES 
Fiscal Cliff 

Click here for more information. 103 



#2: Be brief 
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Be brief 

! Keep the text short, sweet, and to the point 

! Provide links at the end of each segment for 
constituents to “click to read more” 
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Don’t do just this: 
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Do this also: 
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#3: Use videos wisely 
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Use videos wisely 

! Include videos in the e-newsletter and embed them 
•  Make sure there is a play button over the image of the video 

•  Include a time code, or reference the length of the video in the 
text 

•  Keep the video under three minutes and preferably around 90 
seconds 

•  Place text about the video topic below the video itself, so 
constituents will still get some value from watching the video if 
they have not read the summary yet 
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110 

Don’t do this: 



Click to watch my 90 second video 

111 

“A one minute video, I have time for that, but six 
minutes, I would’ve clicked off for making me 
watch a whole session of Congress.  One- to 

one-and-a-half minutes is good, unless it’s action 
packed [then it can be longer].”  - Tyler, Tulsa 

Do this: 



Recap 
Official Online Ads 
! Be robust in your outreach 

Franked Mail 
! Control what’s likeliest to get read 
! Make your mailing actionable 
! Solicit feedback—smartly 
! Demonstrate your accessibility 
! Incorporate policy timelines 
! Tailor your mail pieces 
! Don’t appear in photos alone 
! Footnote statistics 
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Websites 
! Label with precision 
! Don’t make them hunt 
! Make “Search” prominent 

and attractive 

E-Newsletters 
! Include an index 
! Provide a “temporal” 

structure 
! Be brief 
! Use videos 



For additional resources 

! Visit www.conginst.org  to view prior reports on 
how to improve your: 
•  Official online ads 
•  Tele-town halls 
•  Facebook pages 
•  Websites 
•  E-newsletter design 
•  Communications staff structure & process 
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Two last thoughts… 

! If you just came out of a competitive race, please 
come see me to discuss some additional 
strategies. 

! The full report with all these findings will be 
available next week at www.conginst.org 
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Questions? 
 

Rich Thau, President 
Presentation Testing, Inc. 

RichThau@PresentationTesting.com 
212-760-4358 
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